BARTON COMMUNITY COLLEGE

COURSE SYLLABUS

I. GENERAL COURSE INFORMATION
Course Number:  

BUSI 1805

Course Title:  

Marketing

Credit Hours:  

3

Prerequisite:  

None

Division and Discipline:  
Career & Technical Education/Business

Course Description:  
This course is designed to introduce the student to the nature and operation of the market structure.  Topics covered will include marketing research, new product introduction, marketing institutions and pricing, and marketing legislation.

II. INSTRUCTOR INFORMATION

III. COLLEGE POLICIES
Students and faculty of Barton Community College constitute a special community engaged in the process of education. The College assumes that its students and faculty will demonstrate a code of personal honor that is based upon courtesy, integrity, common sense, and respect for others both within and outside the classroom. 

Plagiarism on any academic endeavors at Barton Community College will not be tolerated. The student is responsible for learning the rules of, and avoiding instances of, intentional or unintentional plagiarism. Information about academic integrity is located in the Student Handbook. 

The College reserves the right to suspend a student for conduct that is determined to be detrimental to the College educational endeavors as outlined in the College Catalog, Student Handbook, and College Policy & Procedure Manual. (Most up-to-date documents are available on the College webpage.) 

Any student seeking an accommodation under the provisions of the Americans with Disability Act (ADA) is to notify Student Support Services via email at disabilityservices@bartonccc.edu. 

IV. COURSE VEIWED IN TOTAL CURRICULUM
Marketing is required of those students seeking a degree in Business Management & Leadership with an emphasis in Marketing Management.  The course also offers numerous practical applications for students employed in any business setting.

Transferability varies among institutions, and perhaps even among departments, colleges, or programs within an institution.  Also, these requirements may change from time to time and without notification.  Therefore, it shall be the student’s responsibility to obtain relevant information from intended transfer institutions during his/her tenure at Barton Community College to insure that he/she enrolls in the most appropriate set of courses for transferability.

V. ASSESSMENT OF STUDENT LEARNING
Barton Community College is committed to the assessment of student learning and to quality education.  Assessment activities provide a means to develop an understanding of how students learn, what they know, and what they can do with their knowledge.  Results from these various activities guide Barton as a learning college in finding ways to improve student learning.

A. Evaluate marketing’s value to consumers, firms and society.
1. Explain what marketing is and why you should learn about it.

2. Define the marketing concept and how it should guide a firm or nonprofit organization.

3. Identify what customer value is and why it is important to customer satisfaction.

4. Describe what a marketing manager does.

B. Plan and implement a marketing strategy

1. Explain marketing strategy planning process and associated terminology.

2. Examine the difference between marketing strategy, a marketing plan, and a marketing program.

3. Determine and define a specific target market and the 4 P’s of the marketing mix.

4. Describe why company goals and objectives are important when developing a marketing strategy.

5. Recognize, screen and evaluate resources of a firm and how they affect the search for opportunities.

6. Explain similarities and differences in international markets and opportunities that should be considered.

C. Define the use of segmentation and positioning in the marketing strategy.

1. Describe market segmentation and explain how to segment product-markets into submarkets.

2. List strategies that may be useful for segmenting markets.

3. Define positioning and explain why it is useful.

D. Evaluate marketing opportunities in the changing environment

1. Recognize the variables that shape the environment of marketing strategy planning.

2. Explain the different types of environments including competitive; economic; technological; political and legal; and social and cultural.

3. Determine how ethical decisions can affect a companies’ legal/political position.

E. Evaluate ethical marketing in a consumer-oriented world and associated challenges

1. Outline how social responsibility and marketing ethics relate to the marketing concept.

2. List key challenges marketers face as they work to develop ethical marketing strategies that serve consumer’s needs.

F. Identify consumers buying behavior and its effects on the target market and overall market strategy.

1. Describe how income affects consumer behavior and spending patterns.
2. Define the economic-buyer model of buyer behavior.

3. Describe how social and psychological influences affect an individual’s and household’s buying behavior.

4. Explain the process by which consumers make buying decisions and how the purchase situation has an effect on consumer behavior.

5. Differentiate between business and organizational customers and how each is influenced in purchasing decisions.

6. Explain the e-commerce methods and problem-solving behavior used by an organizational buyer.

7. Explain the different types of buyer-seller relationships and their benefits and limitations.
G. Discover the improvement of decisions by using marketing information.

1. Define marketing information systems and associated terminology.

2. Describe the scientific approach to marketing research.

3. Explain the process of defining and solving marketing problems.

4. List the process of acquiring secondary and primary data.

H. List the elements of product planning for goods and services, product management, and new-product development.

1. Define product and associated terminology within the product strategy.

2. List the differences among various consumer and business product classes.

3. Explain how product classes, product lines and product extensions help in the development of a product strategy.

4. Describe branding, packaging, and warranties; and explain how to use them within the product strategy.

5. Explain product life cycles and how it affects the product strategy.

6. Describe and define the steps in developing a new product and evaluate the importance of each step.

7. Describe total quality management and how it can improve goods and services.

I. Describe and evaluate distribution and development of channel systems, customer service, and logistics.

1. Define manufacturers including retailers, wholesalers, and additional intermediaries including their similarities and differences.

2. Define the differences between intensive, selective, and exclusive distribution.

3. Define logistics (physical distribution) and associated functions (inventory, storing, transporting) and its importance in the marketing strategy planning process.

4. Explain the importance of customer service within the physical distribution process and how firms can cooperate and share logistics activities to improve value to the customer at the end of the channel.

5. List advantages and disadvantages of the various transporting methods.

J. Identify and examine the role of promotions within the marketing strategy including the use of intermediaries, integrated marketing communications, advertising, promotions, personal selling, and customer service.
1. Identify the integrated marketing communications concept and its advantages and disadvantages as well as why most firms use a blend of different promotion methods.

2. Explain benefits and challenges of customer service and the importance of follow-up in the customer service process.

3. Determine the steps in the personal selling process and associated terminology.

4. Describe the different ways sales managers can select, organize and train salespeople; the technology that can improve performance; and how compensation plans can motivate and control sales people.

5. Define the importance of promotion objectives.

6. Explain how the communication process affects promotional planning.

7. Describe how promotions are affected by the adoption curve and product life cycle of a product.

8. Describe how financial resources will affect promotion decisions and opportunities.

9. Describe why objectives which are realistic, times specific, and measurable help to guide the marketing manager in the advertising effort.

10. Outline the various kinds of advertising that are available and how to choose the “best” medium and legal issues that accompany any campaign.
11. Explain what advertising agencies do and how they are paid.
12. Describe the importance and nature of sales promotion.

13. List the advantages and limitations of different types of sales promotion.

14. Identify the importance and various types of social media that can be used in an integrated marketing communications strategy.

15. Evaluate how social media has affected and changed the process of developing a marketing strategy and consumer buying behavior.

K. Discuss pricing objectives and policies

1. Describe how pricing objectives should guide strategy planning for pricing decisions.

2. Explain what a marketing manager should consider when setting the price level for a product in the early stages of the product life cycle and the pricing flexibility through the end of the life cycle.

3. Describe the many possible variations of a price structure, including discounts, allowances, and who pays transportation costs.

4. Define the value pricing concept, its role in obtaining a competitive advantage and how it influences customer price sensitivity.

5. Define each type of pricing strategy and explain the legality of price-level and price flexibility policies.

6. Outline how most wholesalers and retailers set their prices.

7. Evaluate how supply, demand and cost affect pricing decisions.

8. Describe the advantages of break-even analysis and the marginal analysis to evaluate possible prices for price setting.

VI. INSTRUCTOR’S EXPECTATIONS OF STUDENTS IN CLASS

VII. TEXTBOOKS AND OTHER REQUIRED MATERIALS

VIII. REFERENCES

IX. METHODS OF INSTRUCTION AND EVALUATION

X. ATTENDANCE REQUIREMENTS

XI. COURSE OUTLINE

